The article notes that tourism is one of the most important driving forces
The situation in Moldova is also poorly assessed in terms of the level of tourist services -the Republic takes 105th place. It is gratifying to note the high level of Moldovan health care and sanitary standards (34th place), as well as the acceptable price level -32 position [7] .
Analysis of the latest research and publications, which initiated the solution of this problem and on which the author relies. In order to make more effective using of the tourism potential of the Republic of Moldova, in 2014 the tourism development Strategy «Tourism-2020» was adopted (Annex No. 1 to the resolution of the Government of the Republic of Moldova No. 338 of 19 may 2014).
Highlighting the previously unresolved parts of the general problem to which the article is devoted. However, to date the most important and at the same time underdeveloped, requiring methodological development, is the problem of management and promotion of the tourism product of the Republic of Moldova.
Formulation of the purpose of the article (statement of the problem). In view of the above, the purpose of this article is to describe the current state of the tourism industry of the Republic of Moldova and to suggest ways of development in terms of digital marketing technologies.
The empirical base of the study was the tourism industry of the Republic of Moldova. Statement of the main material of the research with full justification of the scientific results obtained. The law on the organization and implementation of tourism activities in the Republic of Moldova No. 352-XVI of 24 November 2006 defines tourism as one of the priority areas of the national economy [1] . At the same time, in the Republic of Moldova, this sector, despite the presence of quite significant tourism potential, is poorly represented.
Among the main disadvantages of this industry in Moldova are the following: most forms of tourism (cultural, gastronomic, social, sports, and automobile, weekend, urban, nostalgic and environmental) are not used enough by travel agencies. There is no strategy to attract new consumers to the tour market; the level of information on tourism potential and services is very low; the tools to inform and promote tourism are insufficient; with the exception of Chisinau is missing tourist information centres, etc. [2] . All these shortcomings have a serious effect on inbound tourist flow, which graphically represented in fig 1 . Figure 1 shows that the basis of the tourist flow of Moldova is Moldovan citizens traveling abroad -on average, a little more than 150 thousand people a year. In 2017, 229.3 thousand tourists went abroad through travel agencies and tour operators, which is 29.4% more than in 2016. The majority of Moldovan citizens went abroad for holidays (98.9%). Citizens of Moldova preferred to travel mainly to Turkey (35.7%), Bulgaria (23.4%), Romania (13.6%), Greece (10.3%), Egypt (4.4%), Ukraine (3.3%), Spain (1.4%), Italy (1.1%), Montenegro and the Czech Republic (1.0%).
In second place for the period 2010-2017years are participants of domestic tourismabout 40 thousand people a year. The number of tourists participating in domestic tourism in 2017 amounted to 38.1 thousand people, which is 7.7% less than in 2016. The movement of Moldovan residents within the country was organized mainly by tourism agencies located in Chisinau municipality (45.8%), Centre of Republic (27.2%) and the South (24.1%). In 2017, 43% of foreign tourists and 57% of Moldovan tourists visited the collective structures for the reception of tourists with accommodation functions. The number of foreign tourists who entered the country for the period 2010-2017 years is much lower -an average of 13 thousand people a year or about 8% of the number of travellers. Of the 17.5 thousand foreign tourists who visited the Republic of Moldova in 2017 and use the services of travel agencies and tour operators, 78.3% were on vacation, 17.2 % -business and professional purposes. Among 4.5% of tourists who come for treatment, the majority choose dental services because of lower prices.
According to the Data of the National Bureau of Statistics of the Republic of Moldova in 2017, travel agencies and tour operators provided tourist services to 285.0 thousand tourists, which is 21.7% more than in 2016. The increases of number of tourists were due to the increase in the number of participants of outbound tourism (+ 29.4%) and inbound tourism (+ 11.7%).
Consider the structure of the tourist flow that used the services of travel agencies and tour operators. 
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According to the data of fig. 2 , it can be noted that of all tourists entering the territory of the Republic of Moldova through travel agencies and tour operators in the period 2010-2017 visited from the CIS countries (about 23-25%), about 75% -tourists from other countries. We will analyze the number of inbound tourists who visited the collective structures of the Republic of Moldova in receiving tourists with accommodation functions in the period 2010-2016 (tab. 1).
For example, in 2017, in the total number of foreign tourists arriving in the Republic of Moldova, more significant weight ratios are among the citizens of Romania (24.6%), the Russian Federation (8%), Ukraine (13.5%), Germany (5%), and Italy (5%). Unfortunately, these statistics cannot indicate the high attractiveness of Moldova for the citizens of the mentioned States. In this regard, one of the most relevant ways of effective marketing of this industry in the Republic of Moldova, according to the authors, may be a wider and more effective use of digital technologies in tourism. With the advent of Internet technologies, marketing rules have been revised worldwide. The Internet has changed the way consumers interact with brands, as interactivity has created a new dimension of communication between all market participants. This completely transformed the policy of promotion in the economy, and digital marketing has become one of the key areas for business worldwide.
The main reason for success of digital marketing compared to traditional is the fact that the first allows companies to track consumer behaviour in real time. Each campaign launched in digital form, can be tracked from the point of view of its scope, participation and conversion. This gives a whole new meaning to marketing research in the field of customer needs.
Internet marketing includes a number of features conditioned to the fundamental differences of the digital environment:
-Continuality (continuity) in time and space. The Internet operates 24 hours a day, 365 days a year, almost anywhere in the world, hence the same continuality, potentially, has any marketing campaign conducted on the Internet; -Universality. Network information exchange protocols (HTTP, SMTP, FTP, etc.) are equally executed anywhere in the world; -Multichannel, characterized by the many digital channels of reporting [5].
-Speed. In the time it takes to get the results of a single mailing or print advertising, online marketing allows you to run multiple online campaigns via email, social networks and see the results very quickly; -Cost. The cost of printing, mailing and advertising space in traditional marketing is much higher than the cost of reaching customers on the Internet; -Analytics. Perhaps the biggest advantage of Internet marketing is the possibility of advanced Analytics. With the help of various tools, it is possible to measure the effectiveness of almost all aspects of campaigns and promotions, which allows you to eliminate those that do not work, and improve those that are effective.
Internet marketing includes the following elements of the system ( fig. 3 ). The tourism industry of the Republic of Moldova can be recommended to use the following tools of digital marketing:
1. Digital presentation on the web sites of the National Agency for tourism of the Republic of Moldova, General Directorate of Culture and Tourism (ATU Gagauzia), tourist operators and others. In the basis of digital presentation lies a panorama of tourist destination. Looking through 3D panoramas, a potential tourist gets the opportunity to verify the accuracy of the description of the tourist object. In addition, virtual tours are more informative compared to promotional brochures, which causes more emotions among the participants and contribute to the purchase of the tour.
2. Mobile application. Mobile applications are convenient because they allow tourists to organize their own vacation. When installing the app on your Smartphone, a tourist can easily access information about their flights, bookings and travel routes, which is a great incentive for the market. 
